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Abstract

In a world of new businesses constantly popping up, there is an important aspect to analyze: the
creation and preservation of their brand reputation. The objective of this research is to recognize
what it takes for companies to establish their brand reputation. There is more to creating a brand
than just designing a logo. Successful businesses need to discover their purpose and what
differentiates themselves from competitors. After companies have built their brand, they need to
maintain it. This is where public relations and marketing comes in. After reviewing current
literature along with interviewing professionals in the marketing and public relations field, it has
been determined that these two areas work together to maintain a brand reputation. The
techniques used by public relations and marketing specialists play a hand in developing a
company’s image. It is crucial, however, for companies to recognize and understand the
difference between public relations and marketing. From the marketing perspective, companies
should focus on sales while from the public relations perspective, companies should focus on
their communication with the public. This all relates back to the brand reputation because both
promote the company image, just in different ways.
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Brand Reputations: How to Build and Maintain a Company’s Image
Jeff Bezos, founder of Amazon, has been widely quoted saying “Your brand is what other
people say about you when you’re not in the room” (Wheeler, 2019). Whether they are a start-up
or have been around for years, it is important for companies to correctly build and manage their
brand. By having a solid brand reputation, companies are more likely to have stable relationships
with the media, employees and potential customers, which will contribute to their success.
One of the top reasons that drives the purchase of new products is brand recognition
(Looking to Achieve, 2015). Nielsen, a global marketing research firm, reported that 21% of
consumers that bought new products was because they liked the brand. “Nearly six-in-10 global
respondents (59%) prefer to buy new products from brands familiar to them, and 21% say they
have purchased a new product because it was from a brand they like” (Looking to Achieve,
2015). This reveals how essential it is to create and preserve a positive brand reputation.
This paper will first focus on defining brand identity and the process that goes into
creating a brand. Then it will go into how marketing and public relations collectively support the
company’s brand reputation and image. Interviews conducted with two professionals, one in
public relations and one in marketing, show the importance of properly determining what
companies want their brand to represent and how to use tools and trends to stay updated in a time
where things are always progressing.
DEFINING BRAND IDENTITY
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Before this goes any further, there will be an explanation of brand identity. What does it
mean? Does brand identity just signify the visual design elements, such a logo, or is there more
to the definition? Answering this question is crucial to the process of creating a brand because it
will show where a company’s headed and what is important to them. A brand identity is not
solely represented by the logo or name of the company. It is more complicated than that as the
brand identity can be defined multiple ways. Is it dependent on the company’s personality? The
consumer’s attitudes towards the company? Or a combination of these two ideas?
One way brand identity can be defined is as “the personality of [the] business and a
promise to [their] customers” (Wheeler, 2019). The image of a company should include the
personality as well as the company’s values. How should potential customers feel when they
communicate with the brand? How do the values and ideas of the company align, not only with
consumers, but also with employees? These are important questions to consider when thinking
about developing a brand identity.
Another focus of defining a brand identity is “how people perceive [the business]
whenever they interact with it” (Kumar, 2017). Not only does this include perceptions that can
be controlled, but also ones that cannot be. “[The company’s] brand is defined by a customer’s
overall perception of [their] business” (Gregory, 2019). These definitions of brand identity
concentrate on the consumer’s awareness of companies. Customers have more to say in how a
brand is perceived than what appears. They determine whether or not a business will be
successful.
BRAND CREATION
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The first question that should be answered when creating a new brand involves the
audience. Who is the target audience of the company? What would they want to see? To answer
this question and better understand what potential customers to attract, companies should
conduct market research. The motive for this is to gain more insight on demographics and
psychographics of target customers. When it comes to researching target client groups, it will
help explain the needs of prospective clients and what their priorities are (Singh, 2016). It is
helpful for companies to develop buyer personas that illustrate the target clients and what would
prompt them to be interested in your brand (Butler, 2020). By centering your efforts on a
well-defined audience, companies have a better chance to see more rapid growth (Frederiksen,
2020).
The next step of market research includes identifying competition and positioning the
brand. How can this company differentiate themselves from similar companies? What do they
have to offer that is unique? To thoroughly investigate this and better understand the company’s
characteristics, a SWOT analysis would be appropriate (Wheeler, 2019). SWOT stands for
strengths, weaknesses, opportunities and threats. By acknowledging the strengths, companies can
recognize the leverage they have over competing brands. Recognizing the weaknesses means
knowing what components the company could struggle with. Opportunities include advantages
for the brand based on trends and industry changes. Threats present any issues that come with the
environment or industry that can affect the company. By going through a SWOT analysis, a
company could better “identify leadership opportunities to change the category debate, or, indeed
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supersede existing categories” (Bahr, 2004). It provides a deeper understanding of the value of
the company.
After conducting all of the market research, it is time to start establishing the brand
identity. The vision and mission statements are essential to this part because it shows what is
important to the brand. While the vision statement is more aspirational-based, the mission
statement sparks action. They both help introduce the brand story and what the core values of
your brand represent (Drennan, 2017). A company should incorporate the buyer personas to help
establish a positive emotional connection (Singh, 2016). This would make the brand story feel
more genuine and relatable to potential customers. Nike is a good example of this because the
company uses well-known athletes like Serena Williams and their stories to connect with their
customers.
At this point, companies should have a good idea of what they want to name their
company as well as a slogan for it. The name will impact the several aspects of the brand so it is
a substantial commitment. A slogan should be something catchy and memorable (Kumar, 2017).
Slogans like Adidas “Impossible is Nothing” show their determination to help people achieve
their goals. It shows their commitment to supporting athletes, which is their target market
segment.
After the company name is chosen, the company should move into the more creative
process of the brand identity. There is a research aspect that goes into this where the company
can eliminate logo options based on other companies (Studio, 2017). This would provide a more
authentic brand identity. Designing an appropriate logo imperative to the visual brand
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representation. The logo design involves choosing the colors and style that the brand wants
consistently to use. The reason logos are important is because it will represent their trademark of
the brand. They reinforce the personality of the brand as well as the tone of the company.
Companies should create a style guide that explains the logo and the color pallete as well as
incorrect use of the logo to “avoid poor visual performance” (Studio, 2017). Building a brand
identity is a difficult process, but creating the brand is not enough to succeed. Companies need to
know how to manage their brand too.
DEFINING BRAND MANAGEMENT
Brand management can be defined as “the process of managing [a company’s] brand
reputation and improving [their] audience’s perception of [their] brand in a way that builds brand
awareness, equity and loyalty” (Decker, 2019). Brand management affects the way companies
interact with audiences. It impacts everyone across the company from sales to potential
employees and customers (Brakel-Schutt, 2019). It provides a way to protect the brand in the
case of negative attention. However, with the help of positive brand association, compelling
brand management can create a foundation of loyal customers (Roberts, 2017).
ROLE OF MARKETING
Marketing has an impact on brand management because it boosts brand awareness. By
developing a unique selling proposition through marketing, a company can differentiate itself
from competitors (Schmidt, 2019). It goes back to positioning the brand and knowing where in
the market they belong. Reputation marketing strategically promotes a positive reputation with
the help of channels focused on traditional and digital marketing (Gnadt, 2019). The strategies
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used include Search Engine Optimization (SEO), content creation and social media. Online
review websites like Yelp and Google can provide feedback for products and services.
SEO provides a way for companies to increase their brand awareness. With most
companies having an online presence, SEO can improve website traffic, which is also why it is
important to cultivate content on a company’s website. “61% of marketers say improving SEO
and growing their organic presence is their top inbound marketing priority” (Barrell, 2019). One
way to strengthen organic search traffic is to optimize keyword phrases (Laughton, 2020). By
selecting appropriate keywords, it can positively impact SEO marketing efforts.
Content marketing is a digital marketing strategy where companies can produce
educational and promotional content for consumers. The goal for content marketing is not based
on selling a product, but explaining why this product is relevant. It can be used to improve the
relationship between a company and its customers. The value of content marketing should be to
answer questions that customers may have. “Content creation is a top priority for 53% of
marketers” (White, 2020). Examples of content marketing into blog posts, videos and
infographics.
Social media already plays a large and important role in society, especially when it comes
to marketing. As of February 2020, “97% of digital consumers have used social media in the past
month” (Cooper, 2020). It is changing the way that companies interact with consumers. By
developing a content calendar, brands can stay more consistent and organized with posts (Chen,
2020). Tools like Sprout Social and Hootsuite help when it comes to scheduling social media
posts.
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Online review sites can provide marketers with an inside look at how customers feel
about their product or service. Whether it is a negative or positive review, companies can secure
more feedback on their efforts. Consumer reviews affect a brand’s reputation and purchasing
decision (Gnadt, 2019).
ROLE OF PUBLIC RELATIONS
Similar to content marketing, brand storytelling is pertinent to brand management
because it explains the story behind the brand and allows consumers to understand why this
brand is relevant. This can be done through press releases or engaging with consumers on social
media.
Another way that public relations can assist with brand management is by communicating
with the media. In a research study, “The role of public relations in branding,” it is discussed
how companies should be prepared to deal with a crisis (Mikáčová & Gavlaková, 2014). It is
important to maintain good relationships and be transparent with the media.
Corporate Social Responsibility (CSR) provides a way for companies to clearly state their
priorities. It works to establish a narrative that is credible and transparent (Sell, 2013). CSR
influences how consumers view brands because it shows what they value on a philanthropic
level.
Methodology
Two interviews were conducted with the director of marketing at a digital agency (B) and
the director of public relations at a boutique public relations and marketing agency (M). It
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consisted of 15 questions designed to understand the principles of branding and how a
company’s reputation is influenced by marketing and public relations. It asked questions
pertaining to brand management, challenges that come with managing brands and the importance
of a brand identity. The questions were open-ended and allowed more detailed answers to
provide more of an explanation. The questions were emailed to each person so they had time to
give thorough answers.
Results
The interviews with B and M show similarities and differences when it comes to creating
and maintaining the reputation of a brand. Their answers were broken down into three
categories: brand creation, brand management and brand perception.
For brand creation, B suggested the following steps: conduct a formal brand assessment,
uncover perceptions of the customers, conduct research surveys, establish realistic goals and
acknowledge the strength of competitors. M suggested these steps: determine the target audience,
understand who the competition is, map out the core values, develop the company’s personality,
establish a certain theme to the company and look at the sales data and marketing trends. B and
M both recognized the importance when it comes to the target audience and determining who
their competition would be. While B focused more on conducting market research surveys, M
focused on establishing the company’s personality and their values.
For brand management, B and M outlined the reasons they thought that brand
management is important. B discussed aligning the company with customers and how it offers an
opportunity to differentiate in that specific market. M explained that it is important to maintain
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good public perception and help set companies apart from each other. B and M both emphasized
the importance of distinguishing themselves from other companies. However, while B explained
how a company’s values should be shared with potential customers, M thought it was important
to manage a company’s image through public perception.
For brand perception, B and M revealed how they measure consumer’s experiences and
opinions of the brand. B disclosed that he analyzes the brand’s goals, monitors their social media
pages and gathers online reviews. M reported that she conducts social media audits, checks
review sites and verifies which products customers are buying. B and M both recognized the
power of social media platforms and how monitoring it will lead to a better understanding of
brand perception. They, also, disclosed that they use review sites, such as Yelp and Google, to
gather feedback from customers. B divulged that he looks at the short-term and long-term goals
of the brand strategy to see what progress is being made towards them. M explained how she can
use “secret shoppers” to discover what products people are buying and how the company is
perceived by its customers.
Discussion
The insight given by these two professionals show how public relations and marketing
work similarly to build and maintain the reputation of a brand. What is evident from these
interviews is that brand management is valuable to companies, no matter if they are start-ups or
successful and established businesses.
It is interesting how they stay up to date on the latest trends in public relations and
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marketing. Professional development is important to remain relevant in these areas and they do
this by subscribing to news and attending conferences where they continue to learn about what is
next for public relations and marketing.
There is further research that can be done on this topic. More professionals could have
been interviewed to get a fuller understanding of how marketing and public relations work
together. Another way improvements could be made is by having a professional in another area
of communication and business, such as advertising, explain how they create and maintain a
brand reputation.
Conclusion
In conclusion, a brand is more than just the company name. Creating and maintaining a
brand’s reputation is a rigorous process. Creating a brand is not a simple task. The steps to create
a brand include establishing a target audience, conducting market research, determining mission
and vision statements and creating a slogan and logo. It is crucial to implement tactics that focus
on marketing and public relations in order to successfully maintain the brand. Marketing focuses
on SEO, content marketing, social media and online review sites. Public relations covers brand
storytelling, media relations and corporate social responsibility. These two often overlap when it
comes to brand management. Companies should continue to differentiate themselves from
competitors no matter what stage they are in and maintain a good relationship with consumers.
By having excellent brand management, companies can find success. This overview should be
helpful for those looking to create and build their brand reputation.
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Appendix

Interview Questions

1. Why is brand management important?
2. What are some of your favorite marketing campaigns?
3. How do you stay updated on the latest tools and trends?
4. What are some challenges you have faced with maintaining a company's image and how
did you overcome them?
5. How do you know if a branding strategy is not working? What would you look at to change
it?
6. What are questions new companies should consider when building their brand?
7. Why do companies need a brand identity?
8. How would you test brand perception?
9. How does a logo impact the brand?
10. What do you think is the most important aspect of building a brand identity?
11. How does a company's core values influence their vision?
12. How would you start a branding project?
13. What is involved in a branding?
14. What research goes into branding?
15. What do you think is the most important part of brand management?

